Introduction
Sponsorship is aw idely used tool in the marketing mix of contemporary business organizations because of its capacity to enhancebrand awareness, sales, brand image and market share (Carter &W ilkinson, 2000; Scott &S uchard, 1992; Stotlar, 1999) . While sponsorship is used to market aspectrum of products and services, sport sponsorship has been especially favoured by organizations promoting potentially harmfulp roducts or services ( Howard &C rompton, 1995) . While alcohol and tobacco sponsorshipi sn ow restricted in manyjurisdictions (Howard &Crompton,1995; McDaniel &Mason, 1999) , amore recent and often unregulated trend is the prolific sponsorship of professionalsport by gambling companies (Danson, 2010; McKelvey, 2004) .
While several previous studies have examined links between sponsorship and the awareness, uptake and consumption of harmful products, especially tobacco, this paper reports on whata ppears to be the first empirical study of these issues in the context of gambling sponsorship. This is surprising, given clear evidence that gambling can cause substantial harm to individual gamblers, their families and communities.Indeed, problem gambling is recognized as asignificant public health issue in manycountries (Productivity Commission, 2010; Shaffer &K orn, 2002) and occurs when an individual exhibits excessive gambling behaviour that is associated with harmfule ffects (Blaszczynski, Ladouceur, &Shaffer, 2004) . The influence of gambling sponsorship of sport on gambling behaviour and problem gambling therefore warrants examination. Should empirical researche stablish al ink in this regard, appropriater egulation of gambling sponsorship may be needed. Regulation wouldh ave significant managerial implications for both gambling sponsors and sporting organizations that benefit from this sponsorship (Lamont, Hing, &G ainsbury, 2011) , but whether it wouldh ave any impact on gambling and problem gambling is unknown. This is because no researchh as yet examined whether gambling sponsorship of sport,and exposure of sport audiences to the associated gambling promotions duringsporting events, currently impact on gambling and problem gambling.
An extensive researchp rogramme is requiredt ot horoughlyt estf or links between gambling sponsorship of sport, the associated gambling promotions, and gambling behaviour and gambling problems. The present study is afi rst step in this direction, although necessarily constrained by lack of prior research and the exploratory approach requiredi na ny new line of enquiry. The studye xtends the Theory of ReasonedA ction (TRA) (Fishbein, 1967; Fishbein &A jzen, 1975) to examinet he relationship between gambling sponsorship, and attitudesand intentions relating to gambling. Specifically, and in the context of am ajor Australian football competition extensively sponsored by gambling companies, the study aims to:
(1) test the relationships in the TRA in the context of gambling;
(2) examinewhetherAttitude to Gambling (a key variableinthe TRA) is associated with Gambling Sponsor Response(the degree of interest in, favourabilitytowards and propensity to use the sponsor); and (3) determinew hetherG ambling Sponsor Response is associated with the degreeo f Exposuret oS ponsorshipM arketing, Perceived Sponsor -Event Fit, Perceived Sponsor Sincerity and Attitude to GamblingS ponsorshipo fthe Event.
This paper firstly provides some context on the sponsorship and marketingofharmful products, beforet estable hypotheses are developed. The study's methods, results, discussion and conclusions are then presented.
Sport sponsorship and the marketing of harmful products Back in 1995, Howard and Crompton noted that the tobacco, alcohol and fast/junk food industries have historically been the mostp rominent sponsors of sport (Howard & Crompton, 1995) . Similarly, am ore recent studyr eports that sport sponsorship in New Zealand is dominated by alcohol, unhealthy food and gambling companies (Maher, Wilson,Signal, &T homson, 2006) .
Many jurisdictions have now restricted or banned tobacco sponsorship, givenevidence that such sponsorship can enhanceb rand recall, which can heighten the likelihood of experimentation with tobacco products (e.g. Aitken, Leathar, &S quair, 1986; Hoek, Gendall, &S tockdale, 1993; Ledwith, 1984; McDaniel &M ason, 1999; Sparks, 1999; Vaidya,Naik, &Vaidya,1996) . However, regulatory restrictions on alcohol and fast food sponsorship are typicallyfar more lenient than on tobacco sponsorship because there is no 282 N. Hing et al.
safe levelo ft obacco consumption, whereas consumption of alcohol and fast food is reportedly safe in moderation (Independent Sport Panel, 2009 ). Today, sponsorshipo fp rofessionals port by gambling companiesi sb ecoming increasingly prolific. Fore xample,g amblings ponsorship is nowh ighlyv isible on the uniforms of severalEnglish PremierLeagueteams (Danson, 2010) . In Australia, sponsorship by gambling providers, online sportsbettinga gencies, gaming machinem anufacturers and gaming venues is widespread within well-supported andw idelyt elevised football leagues (Fitzsimmons, 2 009; Thomas, L ewis, D uong, &McLeod, 2 012) andd uringt elecasts of internationalp rofessionalc ricket matches ( Wilson, 2 011) .I ndeed, Australian television advertisingf or online bookmakers ervicesh as nearly quadrupled over thep astt wo years alonet oaspendo fA U$45 milliond uring2 011 ( Jackson, 2012) . In theU nitedS tates, McKelvey (2004) also notesanincreased prevalence of these'marketingalliances '(p. 193) betweenprofessionalsport organizationsand gambling companies.
While the potential influence of gambling sponsorship of sport on gambling attitudes, intentionsand behaviour has attracted little scholarly attention, this type of sponsorship is raising concerns amongst some regulators (Lamont et al., 2011) . In Australia, the Federal Government announced it would legislate to ban the promotion of live betting odds during sports broadcastsifthe sporting and betting industriesdid not appropriately self-regulate the practice (Gillard, 2012) . More recently, it announced an Inquiry into the Advertising and Promotion of Gambling Services in Sport,with terms of reference that cover its effects on children, problem gambling, sport integrity and public attitudes to sport.
Gambling sponsorship of sport is contentious for several reasons. The association of gambling companies with sport couldconvey amessage that gambling is asafe activity, synonymousw ith watching sport. Similar to the effect celebrity endorsementsc an have, image transfer may occur by linking gambling with high-profile sports and sportspersons (Chen, Lin, &Hsiao, 2012; Keller, 1993) . Professional sportspersons can be influential role models (Chen et al., 2012) , particularly to young people ( Bush, Martin, &B ush, 1999) . Consequently, promoting gambling through role modellingc ould normalizeg ambling amongst sports viewers and young sports fans. Researchers have also raised concerns about the longer-term impactsofthese gambling promotions on risky and problematic gambling behaviours, the exposure of children and adolescents to this marketing, the disjuncture betweeng ambling and sports that are promoted as family-friendlya nd healthy, and the utilization of fan supportand teamloyalty to market sports betting products (Derevensky, Sklar, Gupta, &Messerlian, 2010; Lamont et al., 2011; McMullen, 2011) .
As it stands, little empirical knowledge exists about the influence gambling sponsorship has on sports audiences. However, there is as mall but growing body of literature on the advertising and marketingo fg ambling more generally which has explored its effects on gambling and problem gambling. Most studies have focused on the effects of gambling advertising on youth and problem gamblers. For example, Korn's focus group research with youth aged 13-17years revealed that they felt that the lottery advertisements werep reparing them to gamble whent hey comeo fa ge (Korn, 2005a) . Korn's follow-up study(2005b,pp. 3-4) concluded that youth had been 'overexposed' to commercial gamblingadvertisementsontelevision; that they were able to recall specific advertisements, slogans and jingles; and that youth problem gamblers reported being more likely to gamble on certain products if they had seen gambling advertisements for them. He concluded that the studyclearly illustrated that commercial gambling advertising does influence youth's gamblinga ttitudes, beliefs and behavioural intentions.S imilar conclusions were drawn by Derevensky et al. (2010) in quantitative study of 1147 youth aged 12 -19, who reported high exposure to gambling advertising, with al arge proportion reporting that these messages prompt them to gamble. These advertisements appeared to encourage gamblers to maintaing ambling habits and werep articularly problematic for youth problem gamblers. Also focusing on problem gamblers, Binde's (2009) study of 25 former or current problem gamblers found that, for some of them, gambling advertising increased their already high involvementingambling and/or madeit harder for them to adhere to adecision to reduceorabstain from gambling. Additionally, several studies have content analysed gambling advertising and notedthe overwhelmingly positive messages conveyed (McMullan&Miller, 2009) . Ar eview of regulatory approaches and evidence of the impact of gambling advertising on problem gambling concluded that, while the overall impact of advertising on problem gambling among the general population may generally be overestimated, some empiricalevidence showsthat advertising can influence perceptions of gambling; therefore gambling advertising messagess hould be closelya ssessed,i np articular in relation to vulnerable groups like adolescents or problem gamblers (Planzer &Wardle,2011) . This is because, as discussed above, several studies show that adolescents are particularly receptive to messagesa nd images conveyed in advertising and counter-advertising, and that gambling advertising can triggerp athologicalg amblers to re-engagei ng ambling (Planzer &W ardle, 2011) . However, as noted earlier, the current study is the first to focus on the relationships betweens ponsored gambling promotions durings port and the gambling intentionso f sports viewers.
Conceptual framework: the theoryo freasoned action The Theory of ReasonedA ction (TRA) was first proposed in the late 1960s by Fishbein (1967) and further refinedd uring in the 1970s (Fishbein &A jzen, 1975) . TheT RA containsthree key constructs: attitude, subjective norms and behavioural intention.
According to the TRA, an individual's attitude is the first determinant of behavioural intention (Hill, Mann, &Wearing, 1996) . Attitude toward aparticular behaviour is based on an individual's favourableo ru nfavourable evaluation of the behaviour in question (Conner,Sheeran, Norman, &Armitage, 2000) . The TRA presents subjectivenorms as the secondpredictorofbehavioural intention (Bagozzi, Moore, &Leone, 2004) . These are an individual's perceptions of social pressures (normative beliefs) to perform or not perform a particularb ehaviour.T ogether, behavioural attitude and subjective norms leadt oa behavioural intention. Behavioural intention indicates an individual's readiness to perform agivenbehaviour, and is thus considered the immediate antecedent of behaviour (Ajzen, 2002) .
TheTRA was later extended to the Theory of Planned Behavior (Ajzen, 1985; Ajzen & Fishbein, 1980) by the addition of perceived behavioral control (PCB) as an extra antecedent to intention, and behavior as the result of behavioural intention.However, the constructofPCB has not held up in previous applications of the TPB to gambling (Martin et al., 2010; Oh &Hsu,2001; Sheeran &Orbell, 1999; Walker,Courneya, &Deng, 2006) , while testingwhether behavioural intention leads to the behaviour requires use of followup studies, although several studies have used past gambling behaviour as ap roxy for future gambling behaviour (Martin et al., 2010; Moore &Ohtsuka,1999; Neighbors et al., 2007) , with obvious limitations. Thus, the TRA was considered asuitablefoundation for this first exploratory study into the links between gambling sponsorship of sport and attitudesand intention to gamble.
TheT RA is deemed as uitable foundation for the current research for several additional reasons. First, the TRA/TPBhas receivedconsiderable attention in the literature 284 N. Hing et al. and is well supported by empirical evidence (Ajzen, 1991) . Intentions to perform behaviourso fd ifferent kinds have been predicted with high accuracy from attitudes towardthe behaviour,subjective norms and PBC; and these intentions, together with PBC, account for considerable varianceina ctual behaviour (Ajzen, 1991) . Second, while the TRA/TPBi su sed in aw ide range of contexts, it is particularly prevalent in health research (Stead, Tagg, MacKintosh, &Eadie, 2005) and research into use of harmful products, with ap lethorao fs tudies applying the modelt ou nderstand behaviourssuch as alcohol and drug consumption (Marcoux &Shope, 1997) and smoking (Norman, Conner, &B ell, 1999) .
Third, the TRA/TPB suggests it is possiblet oi nfluence purchase intention and behaviour (Hyde&White, 2009) . Therefore, the modelalso underpins some advertising, public relations and marketinge fforts (Bamberg, Ajzen, &S chmidt, 2003) . More saliently, the TRA/TPBhas been used to test the influence of advertising on certain healthrelated behaviours. Fore xample, al ongitudinal study by Ló peze ta l. (2004) surveyed 3664 Spanish children aged 13-14y ears at basecase and 6, 12 and 18 months to investigatet he relationship between the number of identified tobacco advertisement brandsa tb asecase and smoking status across time. They reported that the more advertisements identified at basecase, the greater the risk of the adolescent becoming a smoker. They concluded that increased awareness of cigarettea dvertising is associated with ah igher smoking incidence.
Fourth, the TRA/TPBhas been used successfully in gambling research-although,as noted, encountering difficulties with the construct of PCB. Key areas of focus have includedg ambling in casinos (Oh&Hsu,2 001;P hillips, 2009; Song, 2010), online gambling (Jolley, Mizerski, &O laru, 2006) , purchase of lottery tickets and scratchcards (Sheeran &O rbell, 1999; Walker, Deng, &D ieser, 2005; Wood &G riffiths, 1998) , the role of ethnicity and gender in gambling (Walkeretal., 2005 (Walkeretal., , 2006 , gambling by children and young people (Chalmers &W illoughby, 2006 ; Moore&Ohtsuka,1 997; Wood & Griffiths, 2004) and the gambling behaviour of college students ( Larimer &N eighbors, 2003; Moore&Ohtsuka,1999; Neighbors et al., 2007; Sheeran &Orbell, 1999; Thrasher, Andrew,&Mahony, 2007) . In previous studies of gambling, the TRA/TPB has been subjected to various modifications and alternative conceptualizations (Oh&Hsu, 2001), but none have considered the role of gambling sponsorshipora dvertising.
Overall, previous studies suggestt hat the TRA/TPB can explain gambling intention and behaviour and, when applied to gambling attitudes, it increases the likelihood of predictingwhether aperson will initiategamblingbehaviour (Oh &Hsu,2001; Wood & Griffiths, 2004) . For example, Miller and Howell( 2005) found that attitudesa nd subjective norms, alongwith perceived behavioural control,predicted gambling intentions in relation to the purchase of lottery tickets amongst 170 secondary school students. Moore and Ohtsuka (1997) alsof ound that gambling intentions weres ignificantly predicted by attitudesa nd subjective norms amongst 1017 adolescents.T heir findings were later replicated amongst asample of 215 late adolescents and adults, where the more positive the attitude towardg ambling, and the more positive the norms of significant others to gambling, the greater the intention to gamble (Moore &O htsuka,1 999). Oh and Hsu's (2001) study of 485 gamblers in Iowa, USA, also confirmed that attitudes and subjective norms are significant predictors of intentions, as did Sheeran and Orbell's (1999) studies of 200 UK lottery players and 111UKuniversitystudents. Thus, the efficacy of the TRA in predictinggambling intentions is well supported in the literature and so is an appropriate foundation for our first hypothesis:
International Gambling Studies

H 1 :A ttitude to Gambling(H 1a )and Subjective Norms about Gambling (H 1b )predict GamblingI ntention
The effects of sport sponsorship Sport organizations at all levels,p articularly professional sports, are now reliant on sponsorship to fund delivery of their programmes (Independent Sport Panel, 2009). Indeed, contemporary sporting fixtures at any levelr arely occur without somec orporate sponsorship. In return, sponsors of sport generally expecttheir sponsorship initiatives will have positive effectsf or their organization, producto rb rand,a nd bottom line (Brown, 2000) . Thei mportanceo fs ponsorshipe ffectiveness to the sponsoringo rganization is reflectedi nr esearche fforts, with an international review (Walliser, 2003) finding that most sponsorship research has focused on measuring sponsorship effects. Most academic studies use awareness as the key indicator of effectiveness,a nd to al esser extent image transfer (Walliser, 2003) . However, enhanced awareness and image of as ponsor do not appearsufficient to shape enduring attitudes to asponsororits products. Indeed, several studies confirm that brand awareness or recall rises shortlyb eforea nd during the sponsored event, but then falls back close to initial levels af ew weeks later (Walliser, 2003) . Similarly, research indicates that image effects are typically temporary (Walliser, 2003) . Further, non-academicstudies (consultancies) tend to use an even weaker measure to evaluate sponsorship -t he quantity of exposure the sponsoring brand achieves through media coverage of the event -y et the underlyinga ssumptions of thisa pproach, that exposure is an ecessary and sufficientc ondition for sponsorship success and that more exposure always adds to effectiveness, are clearly flawed (Speed&Thompson, 2000) .
Consequently, Speed and Thompson (2000) argue for the superiorityo ft hree alternative indicatorst hat reflectahierarchy of sponsorship effect:( 1) interest,o rt he extent to which sponsorship of ap articulare vent affects attention to the sponsora nd its other promotions; (2) favourability towards the sponsor; and (3) use,o rw illingness to consider purchasingt he sponsor's product. Together, they termed thesei ndicators 'sponsor response' (Speed&Thompson, 2000, p. 231) .
However, Speed and Thompson's (2000) research was restricted to identifying predictors of sponsorresponse. No subsequent research considersthe influence of sponsor response on sport fans' attitudestowardthe productbeing promoted. Yet it is logical that favourable sponsorresponse will result in more positive attitudes toward that productina similar way to which approval by family and friends shapess ubjective norms. For example, as tudyo fy oung males in New Zealand reported that 'exposure to at obacco sponsorship advertisement had agreater effect on non-smokers than smokers' (Hoek et al., 1993, p. 33 ), suggesting that the sponsorship positively impacted upon these young males' response to tobacco companies and thus smoking in general. Given the focus of the current study on gambling sponsorship of sport, the following hypothesis is proposed: evidence that recall increases as afunction of duration of exposure to sponsors, previous brand awareness of sponsors, message length and design, socio-demographicvariables of the spectators,a nd spectator involvementw ith, and interest in, the activity sponsored. Alternatively, in relation to sport sponsorship and drawing on classical conditioning researchi na dvertising, Speed and Thompson (2000) propose several determinants of sponsorresponse. In testing these determinants amongst asample of university students, they report that Perceived Sponsor -Event Fit,P erceived Sponsor Sincerity, Perceived Ubiquity of the Sponsor, and Attitude Toward the Sponsor are key factors in generating a response from sponsorship. Overall, however, researchinto the determinants of sponsorresponse is sparse. Thus, findingsfrom researchinto the effects of advertising are also instructive, especially those focusing on potentially harmful products.Numerous studies have empirically explored the relationship betweenexposure to advertising and the uptake/consumption of tobacco (e.g. Evans, Farkas, Gilpin, Berry,&Pierce, 1995; Pierce, Choi, Gilpin, Farkas, &Berry,1998; Tye, Warner, &G lantz, 1987; Unger, Johnson, &R ohrbach, 1995) , alcohol (e.g. Connolly, Casswell, Zhang, &S ilva, 1994; Ellickson, Collins, Hambarsoomians, & McCaffrey, 2005; Snyder et al., 2006; Unger et al., 1995) and unhealthy foods (e.g. Dixon, Scully, Wakefield, White, &Crawford, 2007) . All of these studies conclude that exposure to advertising contributest ou ptake/consumptiono ft hese products, particularly among adolescents. Thus, exposure to sponsorship marketingi sa lso likelyt oi nfluence sponsor response.
In developing the following hypothesis, the independentv ariables are drawn from Speed and Thompson's (2000) study, exceptfor Ubiquity of the Sponsor. This is excluded because ubiquity was found not to be related to the favourability dimension of sponsor response in their study. 
Methodology
Research design Aquantitative methodology was considered most appropriatefor this study, given the use of the TRA as the theoretical basis, itscapacity to be tested usingexisting scales and the desire to test the formulated hypotheses. Asurveyquestionnaire was therefore developed based on the elements of the research model ( Figure 1 ) and focusing on amajor Australian professionalf ootballc ompetition. Figure 1s howst wo sets of arrows for each proposed relationship. While the TRA proposes unidirectionalrelationships betweenthe variables in Figure 1 , the cross-sectionaln ature of this studyi su nablet oa scertain direction of causality.T hus, as econds et of bidirectional arrows pertaining to each of the three hypotheses is also depictedinF igure 1.
The research context
Am ajor Australian professional football competition was chosena st he context for this study for two main reasons. First, the competition has astrong supporter base, particularly in the easternstates of Australia, and is widelytelevised on free-to-air and pay television. The cumulative television viewing audience for the competition in 2011 was 128 million, the largest of all footballcodes in Australia (Masters, 2011) . Second, this competition is heavily sponsored by gambling companies. Ac ontent analysiso ft he competition's website and the 16 competing clubs' websites conducted by Lamont et al. (2011) found 14 of the 16 teams had sponsorship arrangements with gambling companies in the 2009 season. Sponsorsi ncluded sports betting agencies, manufacturers of electronic gaming machines (EGMs), EGM software makers,a nd various gaming venues.I nt otal, 43 gambling companies provided sponsorship to this competition in some capacity.T his sponsorship manifests during televised match broadcasts as gambling company logos on player uniforms and stadium signage, sponsored segments, commentary and display of live betting odds, studio crossoverst os ports betting company representatives, and commercial breaka dvertising. The competition'sp opularity,c ombined with as trong presence of gambling sponsorship and promotion, means the competition is as uitable context for this study.
Sampling and data collection
Given that thisisthe first known empirical exploration of gambling sponsorshipofsport and its relationship with gambling attitudes, social norms and intentions, the research team decided to initially administer the survey to as ample of universitys tudents. This will inform further refinement of the theoretical model and surveyinstrument, if needed, before surveyingabroader population sample. Nevertheless, while the convenience and low cost of surveying students were undoubtedly attractive considerations, the sample is also considered appropriate because ahigh proportion of universitystudentsare young adults.
Both non-lottery forms of gambling and watching football are popular activities amongst young Australian adults in general (Delfabbro, 2009) . Additionally, mostg ambling sponsors of the chosen footballcompetition are sports betting organizations, with 18 -24year-oldmales beingthe largest market for this type of gambling in Australia (Delfabbro, 2009) . Further, thisage group is at comparativelyhigherrisk for gambling problemsthan other age groups,with problem gambling rates in the 18 -30year age range tending to be almost double those in older age groups in Australia (Delfabbro, 2009 ). Thus, al arge proportion of the university student sample is expected to be part of the key target market for both the football competition and its gambling sponsors, and an at-risk group for the development of gambling problems. After gaining ethics approval from the researchers' university, the survey was administered online using aw eb-based surveyp rogram ( Qualtrics). Firstly, all students studying at an Australian regional university were invitedt op articipate exceptf or those studying offshore via distanceeducation. They were notified of the surveyvia email, with the project information attached. The survey was open for four weeks and coincided with the end of the football season. Aprize draw was offered to encourage participation, with 142 usable responses received, for ar esponse rate of about 2.2%.
To increaset he sample size, the same online surveyw as administered at as econd Australian universityb ased in ah ighlyu rbanized area. This survey was conducted four weeks after the subsequent footballs eason commenced. Af urther 70 usable responses were obtained providing at otal sample of 212 respondents (total response rate of about 2.0%). Independent samples tests of responses from the two samplesi ndicated some differencesb etweent he two groups for the variables includedi nt his study. These differenceswere attributed to the samples having different mean ages (31 vs 24 years), the first university having ahigherproportion of distanceand part-time students who tend to be older. Thus, the non-random nature of the self-selected sample and possiblesample bias should be considered in drawing inferences from this research (Berk,1983) . Nevertheless, because the research is concerned only with testing the three hypothesesa nd not with measuring prevalence of the variables, the sample provides an adequate basis for this exploratorye nquiry.
Questionnaire development and variablemeasurement
The following scales measurethe variables in Figure 1 .
Gambling Intention was measured using the Gambling Intention Scale( Moore & Ohtsuka,1 997). It asks how strongly the respondent agrees or disagrees on afi ve-point Likert scale that they intend to gamble on eight different typeso fg ambling (poker machines, lottery or lotto tickets, horses or greyhounds, sporting events, table games, casino games, poker tournaments or keno) in the next two weeks.
Attitude to Gambling was measured using the GamblingA ttitudes Scale( Moore & Ohtsuka,1997) which asks how strongly the respondent agrees or disagrees on afive-point Likert scale with 12 statements (e.g. 'gambling is af un activity', 'moderate gambling is harmless', 'gambling is just another hobby').
Subjective Norms about Gambling were measured using the Subjective Norms: Family and Friends Scale( Moore &O htsuka,1 997) which asks how strongly the respondent agrees or disagrees on afive-point Likert scale with 12 statements about how their family and friends feel about gambling (e.g. 'most of my friends approve of gambling', 'most of my friends gamble sometimes', 'people in my family often go to places where gambling occurs').Asper Mooreand Ohtsuka (1997), the family and friends itemswere multiplied by respective motivation to comply with family and friends then summed to form asingle indicator of Subjective Norms about Gambling.
Gambling Sponsor Response was measured on Speed and Thompson's (2000) nineitem Sponsor ResponseS cale usingaseven-point scale from stronglya gree to strongly disagree. The GamblingSponsor Response Scalecontains three items to measure interest, three to measure favourabilityand three to measure use. The scale was adapted to make it specific to gambling sponsorship of the chosenevent (e.g. 'gambling sponsorship of [the footballcompetition] makes me feel morefavourable to the sponsor').
Exposure to Sponsorship Marketing was measured by as ingle question: 'During the current season, how often did/do youw atch [the footballc ompetition] matcheso n television?' with response categories ranging from 'never this season' to 'more than twice aweek'.
Perceived Sponsor-Event Fit was measured using Speed and Thompson's (2000) Sponsor -Event Fit Scale, afive-item, seven-point scale (from stronglyagreetostrongly disagree). The scale was adapted to make it specific to gambling sponsorship and the selected footballc ompetition (e.g. 'there is al ogical connection between[ the football competition] matches and gambling sponsors').
Perceived Sponsor Sincerityw as measured usingS peed and Thompson's (2000) PerceivedSincerity Scale, afour-item, seven-point scale (from strongly agreetostrongly disagree), adapted to make the scales pecific to gambling sponsorshipa nd the selected footballc ompetition (e.g. 'gambling companies would probably support[ thef ootball competition] even if [the footballcompetition] had amuchlower profile').
Attitude to gambling sponsorshipo ft he event Measurement of this variablew as adapted from Sparks (1999) .Respondents were asked to indicate on asemantic differential scale whether 'gambling sponsorshipo f( the football competition)' is 'a bad thing -a good thing', 'hurts football's image -i mproves football's image',' should be controlled by legislation -s hould not be controlled by legislation', and 'should not be allowedshould be allowed'.
Thefollowing two sets of variables were also measured: Past gambling behaviour .Three measures of past GamblingBehaviour were obtained. First, respondents' estimates of how much they spent in the previous 12 months on each of eight forms of gambling (buying lottery/lotto tickets, playing poker machines, betting on horses/dogs, sporting events, casino games, Internetcasino games, poker tournamentsand keno),allowed atotal yearly estimatetobecalculated from respondent's weekly/monthly or annual spend. Second, frequencyo fg ambling on the eightf orms of gambling in the previous 12 months was measured, with response categories ranging from 'never in the past 12 months' to 'more often than once aweek'. Third, the nine-item Problem Gambling Severity Index (PGSI) was included, being the nationally accepted measure of problem gambling, with total scores allowing categorization of respondents as non-problem gamblers, low-risk gamblers, moderate-risk gamblers and problem gamblers, according to the frequencyo fp roblem gambling behaviours and consequenceso ft hat behaviour for themselves or others (Ferris &W ynne,2 001).
Socio-demographic variables.T hese comprise gender,a ge, state or territory of residence, whethere mployedi np aid worko rn ot, and student status (full-o rp art-time, internal or externalstudent, domestic or international student).
Data analysis
Data were analysed using SPSS statistical software (SPSS inc., 2009) . Data cleaning was performed to remove casesw ith missing or incompleted ata ( n ¼ 53). Each of the measures used in the TRA was checked for reliability and the analyses indicated high Table 1f or the gamblera nd non-gambler groups. As couldb ee xpected, the gamblerg roup has higher mean scores for Gambling Intention, Attitude to Gamblingand Past GamblingBehaviour as evidenced through their frequencyo fg ambling, annual expenditure and higher PGSI scores. Also apparent from the results are higher scores for the gambler group for GamblingS ponsor Response, Exposuret oS ponsorship Marketing and Attitude to GamblingS ponsorship of the Event.
Participants
The study attained 212 usableresponses representing abroad crosssectionofstudentsby age, with arange from 18 to 68 (mean 28.8 years). Most respondentswere female(54%) and from the easternstates of Australia (predominantly NSW, 59%).Asmall proportion were internationals tudents( 4.2%)f rom China, Asia, the Middle East, Africa and North America. Most respondentsw eree nrolled as full-time students( 75%) and attended internal classes, as opposed to distanceo roff-campus study. Just over half the sample indicated they were strong supporters of the selected football competition (51%), with over half (53%)a greeingt hey would like to attend matches in person. Overh alf the sample indicated they enjoyed watching footballc overage on television (61%) although only one-third (35%)agreed that footballmatchesare important to them. Males scored significantly higher(p , 0.01) than females on their level of interest for all theseq uestions, with females holdingn eutral to favourablev iews toward the game, with the exception of whether footballmatchesare considered important to them where only one-quarter (25%) of femalerespondents agreed with the statement. 
Results
Awareness of gambling sponsors
Awareness of gambling sponsors was measured through aided and unaided recollection of brandst hat sponsored the selected football competition. Aided recall included1 1s ports gambling sponsors: at raditional gambling outlet,e ight online betting organizations, a manufacturer of poker machines and al ottery. All had been sponsors of the football competition in the relevants easons. Awareness of the 11 sports companies was varied; however,6 3% of respondents agreed they became aware of at least one of the online betting brandsfrom watching this footballcompetition on television.
Unaided recall was obtainedb ya sking for up to three brandsa ssociated with the selected football competition. This resulted in 429r esponses with ad iverse range of brandsfrom numerous industries, including five mentions of tobacco advertisers who have not been associated with this football competition for over 15 years. There were 40 unaided mentionsofs ports gambling companies from the sample (9%).
Gambling attitudes and past gambling behaviours
Views on gambling were mixed, with 53% of males indicating they approve of gambling and 17% disagreeing with the statement. This contrasts to only 29% of females agreeing they approve of gambling and 43% disagreeing with the statement. In both groups,alarge proportion (males 29%, females 31%) indicated they neither agreenor disagree with the statement, suggesting some ambivalence toward the activity.
Respondents' attitudes were reflectedi nt heir past gambling behaviour and yearly gambling expenditure. Males indicated they had gambled AU$912 on average over the past 12 months with 20% indicating they had gambled over AU$1000.Only 16% did not spend any money on gambling. Female mean annual gambling was AU$179 with ahigher proportion (25%)i ndicating nil expenditure on gambling. Only 4% of females indicated gambling moret han AU$1000 in the past year. Thefi ndings are consistent with other gambling studies which have shown males to undertake more gambling than females (Delfabbro, 2009 ).
Amongst the 212 respondents, 152 (71.7%) scored as non-gamblers or non-problem gamblers, 27 (12.7%)s cored as low-risk gamblers; 24 (11.3%) scored as moderate-risk gamblers and 9(4.2%) scored as problem gamblers on the PGSI.Incomparison,the most recent NSW prevalence studyr eported that 87.9% of NSW adults are non-gamblerso r non-problem gamblers, 8.4% are low-risk gamblers, 2.9% are moderate-risk gamblers and 0.8% are problem gamblers (Sproston, Hing, &P alankay, 2012) . While the small, nonrepresentative sample in the current studym eans this comparison should be treated with caution,t he university students in this sample do appeara na t-risk group for gambling problems.
Gambling intention andpast gambling behaviours
Comparisons of the correlations between Gambling Intention and the three Past Gambling Behaviour variables for the two groups are presented in Table 2 . For the gamblergroup, all the itemshad significant and moderate to high levels of correlations. For the non-gambler group, all the correlations were significant, although weaker,with the exception of yearly gambling expenditure with GamblingI ntention and PGSI.G ambling Intention and past gambling frequencyw ere significantly and strongly/moderately correlated for the gambling and non-gambling groups respectively.
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Model of gambling intention
The effect of the TRA variables was assessed on GamblingIntention usingmultiple linear regression, with results shown in Table 3 . Attitude to Gamblinga nd Subjective Norms about Gamblingw ere significantly associated ( p , .01) with Gambling Intention. The model is statistically significant ( F (2211) ¼ 42.08, p , .001) and explained 28% of the variance(adjusted R 2 ¼ .280) of Gambling Intention. The finding supports Hypothesis 1 in relation to the two TRA variables (Attitude to Gamblinga nd Subjective Norms about Gambling) predicting Gambling Intention.
Gambling sponsor response
Ac onfirmatory factor analysis (AMOS 20) with the three Gambling Sponsor Response components( sponsor interest, sponsorf avourability and sponsoru se) as three latent constructs was tested and led to asuboptimal solution (Chi 2 (df24) ¼ 36.14). As the intercorrelations betweent he three latent variables were relatively high (interest-use ¼ .72, favourability-use ¼ .81 andf avourability-interest ¼ .63) thev ariables become interchangeable. Therefore as ingle latent construct (Gambling Sponsor Response) consisting of all nine items measuring sponsorinterest, sponsorfavourabilityand sponsor use was assumed.Aconfirmatoryf actor analysis was carried out on the combined GamblingS ponsor Responsec onstruct and resulted in an acceptable final model (Chi 2 (df18) ¼ 9.46). RMSEA (.000),C FI (1.00) and GFI (.991) were above recommended cut-off values (Hair, Black,B abin, &A nderson, 2010) . Cronbach's alphaf or the nine items was .94, suggesting strong reliability. (SE) .4 4 ** (.06) Subjective norms about gambling (SE) .02 * (0.01) F value (df) 42.08** (2209) Adjusted R 2 .28
Note: * p , .005 **p , .001.
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Thei mpact of Gambling Sponsor Responseo nG amblingA ttitude and Gambling Intention was evaluated in multiple regression analyses that incorporated the TRA variables (Table 4 ). As tatistically significant modeli ncorporating Gambling Sponsor Response( F (1211) ¼ 90.91, p , .001) that explained 30% of the variance (adjusted R 2 ¼ .299) of gambling attitude was identified. The findingss upportH ypothesis 2t hat GamblingS ponsor Response is positively associated with Attitude to Gambling.
Gambling Sponsor Responsew as examined further by including it with the TRA variables to evaluate Gambling Intention. As tatistically significant modelwas identified ( F (3211) ¼ 42.42, p , .001) and explained 37% of the variance (adjusted R 2 ¼ .371) of GamblingI ntention. All the predictor variables were significant ( p , .001)w ith the exception of SocialN orms (Table 4 ). The finding indicates that Gambling Sponsor Responseispositively associated with both GamblingAttitudes and Gambling Intention.
Determinants of gambling sponsor response
The four factors hypothesized to affect Gambling Sponsor Responsewere tested usinga multivariate regression. The predictor variables weret he extent to which the respondent watchedtelevised matchesofthe selected footballcompetition during the past season, their attitude to footballgambling sponsorship, the perceived sincerityofthe gamblingsponsorin assisting to develop the footballcode, and the perceived football-gambling fit. Asignificant model was identified ( F (4211) ¼ 42.72) and accountedfor 44% of the variance(Table5). Attitude to Gambling Sponsorship had the highest standardized beta coefficient (.33), (.15 ). The findings confirm Hypothesis 3and indicate that respondent's attitude to gambling sponsorshipf ollowed by watching televised match coverage have the strongestassociation with the respondents' interest in, favourableattitude towards and propensity to use the gambling sponsors' products.
Summary of results
In summary, the results indicate:
. Full support for H 1a and H 1b ,w here Attitude to Gamblinga nd Subjective Norms about Gamblingpredict GamblingI ntention; . Full support for H 2 ,t hat GamblingS ponsor Response (interest, favourability and use) is positively associated with Attitude to Gambling. Further, Gambling Sponsor Response was alsof ound to be directly and positively associated with Gambling Intention; . Full support for H 3 ,t hat Gambling Sponsor Responsei safunction of Attitude to Gambling Sponsorship of the Event, Exposure to Sponsorship Marketing, Perceived Sponsor Sincerity and PerceivedSponsor-EventFit.
Discussion
The results of this study largelys upport the utilityo ft he TRA and the resultso fo ther gambling studies reporting that Attitudes to Gamblinga nd Subjective Norms about Gambling( family and friends) predict Gambling Intentions (e.g. Delfabbro &T hrupp, 2003; Martin et al., 2010; Moore&Ohtsuka,1 997, 1999 ; Oh &H su,2 001). Thus, this paper makes as mall contribution to the application of the TRA/TPBi ne xplaining gambling intention. However, the paper's main focus is on understanding the association between exposure to gambling sponsorship of sport and gambling intention. Being the first known empirical foray into this relationship, it is hoped that this exploratory study will catalyse this new area of enquiry. Theresults show that apositive attitude to gambling sponsorship and more exposure to sponsorshipm arketing (as measured by frequencyo fw atching televised football matches) are positively associated with GamblingS ponsor Response, which in turn is positively associated with Attitude to Gamblingand GamblingIntention.
Naturally, ac ross-sectionald esign, as used in this study, cannot determinet he direction of causality underlying these associations. One interpretation of this finding is that exposure to gambling promotions during televised sport stimulates apositive view of gambling sponsorship and the gambling sponsors, which in turn engenders amore positive attitude towardsg ambling, which leads to stronger intentions to gamble.I ft his interpretation is correct, more exposure to gambling promotions during televised sport appears to encourage individuals to consider gambling, more so than does less exposure to these gambling promotions. As such, this interpretation lendsweight to concerns that the sponsorship of sport by gambling operators and the accompanying gambling promotions during sport broadcastsare having an encouraging and softening effect on sports viewers in relation to gambling (Lamont et al., 2011; McMullen, 2011; Thomas et al., 2012) , an effect which seems likely to increasetheir overall gambling behaviour in the future, given previously identified links between gambling intention and future gambling behaviour (Moore &O htsuka,1 999; Oh &H su, 2001 ).
An alternative explanation is that individuals with stronger gambling intentions are more likelytohave apositive attitude towards gambling, to watch televised sport which containsgambling promotions more often, and to be more positively receptive to gambling sponsors' messages. That is, their pre-existing positive attitude towards gambling and their intention to gamble in the future lead to amorefavourable view of gambling sponsors of sport, more interest in the gambling sponsors' products and morewillingness to consider using theses ponsors' products in the future. Undert his interpretation, gambling promotions during televised sport might be more effective in persuading peoplew ho already gamble to use the brandsa dvertised by the gambling products, rather than encouraging more gambling by existing gamblers or gambling uptake amongst nongamblers. That is, these promotions might be moste ffective in encouraging brand switching or brand loyalty, rather than encouraging moreg ambling per se.T he strong correlations between gambling intention and past gambling frequency and expenditure provide some supportfor this explanation.
However, of concern is that PGSI scores were found to be positivelyc orrelatedwith gambling intention in thiss tudy, which in turn was positivelya ssociated with more frequent watching of sportsb roadcasts which contain gambling promotions,a nd higher receptivity to gambling sponsors' messages. These results indicatet hat problem and atrisk gamblers are more likelythan non-problem gamblers to have greater exposure to these gambling promotions and to be more likely to view the associated sponsors favourably, to be interested in the sponsor and to consider usingthe promoted gambling products.These findingss uggestt hat theseg ambling promotions are especially dangerous for problem gamblers who, as agroup, are knowntoreact to triggers for gambling including gambling advertising. Forexample, one studyof131 pathological gamblers found that almost half (46%) reported that gambling advertising triggered them to gamble (Grant &Kim, 2001) . The second mostc ommon trigger was 'boredom/free time' (24%), and the third was 'thoughtsofwinning' (19%). Similarly, Binde (2009), Derevensky et al. (2010) and Korn (2005b) a lso found that gambling advertising appeared to trigger gambling amongst problem gamblers. Thus, exposure to gambling promotions during televised sport may encourage problem gamblers to gamble more and may also hinder recovery attemptsb y problem gamblers (Binde, 2009 ). Concerns about the longer-term impactso fg ambling promotions on riskya nd problematic gambling behavioursh ave also been raised by Derevensky et al. (2010) , but in the context of the impact of gambling advertisements on adolescent gambling attitudesa nd behaviours. Thec urrent findingss uggestt hat deleterious effectsmight be more immediate for current and recovering problem gamblers exposedtot hese gambling promotions.
Theresults of the current study provide some direction for the placement and targeting of gambling help and responsible gambling messages. Given the likelihood that these promotions can triggerg ambling amongst problem gamblers and hinderp roblem gambling recovery efforts by catalysingr elapse, the provision of gambling help information is essential during sports broadcasts where gambling is promoted. If this information was provided, it would then encourage problem gamblers to contact a telephone or online gambling help service to assist in countering the immediate trigger to gamble that these promotions are likely to present.Further, while the message to 'gamble responsibly' is already delivered during gambling promotions in Australian televised sport, this study's results imply that thesemessagescould be better tailored to target young male viewers, given that this demographic was found to have amore positive response to gambling sponsors, am oref avourable attitude to gambling, and stronger intentions to gamble than the other demographic groups.
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Conclusion
Many researchers and commentatorshave called for tighter restrictions or acomplete ban on gambling promotions during televised sport, because of concerns that these promotions might be normalizing gambling, encouraging gambling and fuelling gambling problems (Derevensky et al., 2010; Lamont et al., 2011; McMullan, 2011; Thomas et al., 2012) . This exploratorys tudy has presented some empirical evidence that these concerns may be justified. However, on their own, the results of this study do notp rovides ufficient evidence to underpin acase for regulatory change, but it is hoped that they have provided some foundations for future research. Clearly, the current studyw as limited by as mall, non-representativesample that was restricted to university students. It was alsolimited by its cross-sectional design that precluded af ollow-upm easureo fg ambling behaviour. Further evidence is therefore neededo ft he relationships found in this studyb efore firm conclusions can be drawn. Additional researchi sn eededt ot est the extended TRA model as developed in this study, and preferably the full TPB model, amongst larger, general population samples and also amongst other sub-populations (e.g. children, adolescents, othercultural groups,other jurisdictions). The modelcouldalso be tested with different sport competitions sponsored by gambling companies or indeed other non-sporting products and services that receive gambling sponsorship. Additional or alternative determinants of Gambling Sponsor Responsem ight be tested to better determine whatb uilds susceptibility or resilience to gambling sponsorship marketingo fpotentially harmfulproducts.
Given the growingincidence of gambling sponsorship of sport and the links this study has found betweene xposure to gambling promotions during televised sport,p ositive responses to this sponsorship and enhanced attitudes to gambling and gambling intention, further researchi nt his area appears warranted.
